The reason why this study has chosen was, the range of consumers in the medical check-up unit at PMI hospital has been decreasing in the last three years. This study is a qualitative study by an in-depth interview with two kinds of informants: public relation and marketing unit and costumes from a medical check-up unit. To strengthen the result of this study, observations and study of secondary data evaluated. The result of this study shows that marketing promotion programs have a target that was not segmented, which all people from every level can enjoy it. PMI Bogor hospital decides to design their media by giving the responsibility to public relation and marketing unit. By media that wearied in four marketing communications unit, that was enough variations in using media which consist of the mouth of mouth communications, customer service, brochures, radio advertising, give vouchers, service packets, talk show, and soon. From the hall of the interview, information got that; customers were not touched too much by media promotions. Although not know much about developments mix, costumes give a positive response to the advertisements that done. But, to make the result of the promotions programs stronger, the writer suggests that public relation and marketing unit keep developing promotions mix that was done before by doing more deep of analyzing and use a different method of marketing promotions.
Introduction
Hence fast growth in the health services business and with the rapid increase in medical technology, as well as the high investment costs of the hospital, each hospital trying to improve the utilization of services. Hospitals need to market the services that it offers through a marketing unit. With so hospitals can communicate the services provided, so that later if needed, people can use the facilities at the hospital so that the hospital utilization increases. One way marketing is by the hospital is through the promotion mix. According to Lovelock and Wright (2007) 
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Results and Discussion
Based on the results of in-depth interviews to each informant coupled with observation and review of secondary data, there is an analysis of the promotional mix activities of medical check-up service in PMI Bogor hospital in 2011 which discussed based on the components of variable research on the conceptual framework compared with theories. Kotler (2005) states that there are at least eight stages in the preparation of an active promotion mix activities, namely:
Preparation phase in promotion mix activities

Knowing the target audience
According to Hartono (2010) , the audience in the form of their promotions may potentially utilize hospital services, those who are already using, those who decide the necessity of using (deciders), or those who influence others to take advantage of (influencers). This goal can take the form of individual, group, community special, or the general public. segmentation, but until now the determination of the target can't be conducted due to the limited workforce.
Identifying campaign goals
According to Hartono (2010) , there are several stages of promotion purposes where the consumer had to take, namely the awareness, knowledge, attitudes, choices, steadiness, and action. Promotional purposes of medical check-up services at PMI Bogor hospital namely:
1. Awareness. The use of public relations and marketing unit is to tell people who do not know about medical check-up services in PMI Bogor Hospital.
Knowledge. This promotion also aims to inform the public about what kind of med-
ical check-up services that they can get in PMI Bogor hospital. As for the next stage which is the stage of attitude, choice, stability and action, public relations and marketing unit not in that direction because of the hospital ethics.
Designing massages
According to Lupiyoadi (2001) , the ideal message is a message that can give attention, attract, arouse desire, and generate action, which is all known as AIDA method. Based on observations, it can see that the hospital has tried to stimulate consumer desire to use attractive brochure designs. Based on interviews, the hospital has also used quite interesting promotional methods such as radio broadcasts and talk shows. Hartono Non-personal communication done with print and broadcast media such as brochures and radio broadcasts and websites.
Develop marketing promotions total budget
Lupiyoadi (2001) states that set the marketing budget are crucial in determining the media to be used. In establishing the promotional budget, public relations and marketing unit have no special allocation. There was no detailed information about how much total funding marketing activities and how the funds allocated for medical check-up services.
However, the management granted funding each year for the entire program. Funds allocated according to priorities, where units need promotion first awarded funding.
Promotion mix decisions
The decision in choosing the promotional mix what used is taken by the head of public relation and marketing unit with management approval.
Personal communication
According to The result is that none of the radio listeners who get a voucher for free medical check-up services take advantage of the coupon.
Public relations
Public relations activities that can be done by marketing services according to Kotler 
Measuring success in promotion development plan
During this time, the means used to measure the success of these promotional activities is to look at the number of patient visits. When viewed that the number of visits increases, the increase in utility service use has reached and that means promotion done has achieved the goal.
As for the future development plan, each informant had each plan. The first informant is planning to develop a media campaign through word of mouth stories developed DOI 10.18502/kls.v4i10.3796 Page 279
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Measuring results promotions
After carrying out promotion in medical check-up service, according to Lupiyoadi ( Information to remembered by the informant regarding the brochure has also been entirely satisfactory where the information which he mentioned contained in the booklet.
The informant who claimed to have seen the catalog says that the design is good, but it should add the information of price.
Based on the interview can be seen that the response of the two informants against promotion mix selected by PMI Bogor Hospital has been positive. Where the two informants said that the promotion of the brochure is essential, to provide information to people who do not know about the medical check-up services PMI Bogor Hospital. This type of development through word of mouth communication also has a considerable influence given one of the informants to get information first from her family members.
Regarding sales promotion package is selected, the two informants have their rea- 
Conclusions
In general, promotional activities in medical check-up service at the hospital PMI Bogor 
Recommendations
1. It expected that in analyzing the media plan used, public relation and marketing unit is sure in advance that the method will succeed. The can be done by the previous conduct public relation and marketing unit research on consumers.
2. Develop promotional stories through word of mouth to be closer to the communities that have the potential as a community whose members already have a mature age.
3. More attention to the allocation of budget funds for the promotion of medical checkup services.
4. It develops promotion by making a cooperative approach to companies that want to check the health of their employees.
5. I am trying to develop the sale of certain payments by credit card.
6. Make use of existing hospital services such as television to promote medical checkup. And provide customers SMS facility, where customers can ask for information about hospital services.
